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selling price line instead of starting at the point marked 30 would commence at the point marked 15. In consequence of the reduced price, from $i to 85 cents, consumers would bid for a greater supply as a consequence of which the middleman buying price line would rise, say from the point marked o to that marked 5. Thus more efficient methods made operative throughout the field of marketing by organization, designed effectively to eliminate the more wasteful and expensive methods, would make possible the rendering of necessary services on lower margins, the benefits therefrom being divided among both farmers and consumers, without in any sense-destroying profits and their stimulating influence. At the present time most legislation to solve the marketing problem not only overlooks the fundamental problem of a stimulating premium, but many laws actually work against it by directly protecting and retaining inefficient middlemen in business. The whole philosophy of public regulation of private or cooperative effort must be revised and a new point of view established by legislation so that the premium is placed upon that kind of efficiency which gives the public truly competitive results. The public has the right to insist upon increased efficiency. What it has wanted but has failed to get by its clamoring is the enforcement of conditions among middlemen that will place the premium aright and cause marketing to be done wholly by efficient middlemen. That results have not been achieved may, be directly laid to the fact that people universally have not appreciated either the nature of the problem or the means of solution. This lack of understanding of itself is generally one of the most fundamental weaknesses of the present marketing situation.
SUMMARY
i. The marketing system is made up of parts which necessarily function with varying degrees of efficiency.   Hence costs of marketing vary for differ-